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ABSTRACT 
 
The advent of the global financial recession, its impact on the economy with respect 
to market turbulence and the increase in customer demands have put organisations 
under intense pressure to increase the efficiency and effectiveness of their operations. 
By virtue of it not being business as usual in the business arena, organisations are 
forced to constantly devise strategies that are geared towards growth, transformation 
and continuous improvement. This cuts across all spheres of organisational structures, 
which means that every division has a role to play.  
 
The importance of the study can be attributed to the need for organisations to put 
structures in place to reduce costs, improve efficiency and service delivery and to 
enhance performance at business and functional levels. Indirect purchasing as a 
business function has over the years gained recognition as a key success factor in the 
attainment of strategic objectives regarding revenues, costs and supply chain 
relationships. 
 
The primary objective of this study was to improve the indirect purchasing 
competitiveness (IPC) of manufacturing firms in the Nelson Mandela Metropole by 
investigating how the effectiveness of the purchasing function can be increased 
through strategic purchasing. More specifically, the study investigated how indirect 
purchasing competitiveness (the dependent variable) of firms is influenced by 
strategic purchasing and supply, as measured by supplier relationship management 
(SRM), supply base reduction (SBR), customer relationship management (CRM), 
organisational communication (COM), managing resistance to change (RTC) and 
system efficiency (SYS), the independent variables. 
 
The sample consisted of 50 out of a possible 60 purchasing and supply chain 
practitioners in the manufacturing industry in the Nelson Mandela Metropole. The 
empirical results revealed that although all the above-mentioned independent 
variables play a role in achieving indirect purchasing competitiveness, supply base 
reduction and systems efficiency exert the most influence. The study also highlights 
areas in indirect purchasing that should be improved, as well as recommendations on 
how to improve them. Recommendations for future research are also provided. 
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